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PURPOSE AND METHOD OF THE RESEARCH 


Herein are reported the findings from a series of videotape- 
recorded (VIR) interviews with American tourists who can 

be considered to be potential ViISLEOrs to? Ontario and 
Canada. This "potential'' is based on the fact that the 


respondents in these interviews all: 


- were eee and in the 30--50 age bracket. 

- have taken an automobile vacation trip in the 
past two years of 500 miles) or ‘more. 

- have annual family incomes of $10,000 or more. 


- have never been to Canada. 


The basic purpose of the research was to study why these 
people have never been to Canada or, more specifically, 
Ontario, since the criteria listed above put them in 

the category of "prime prospects" irom the Department 

of Tourism's standpoint. It was equally basic to study 
ways and means by which they might be induced to vacation 


invOntario 2neche future, 


The VIR technique of interviewing has been explained 
in full detail in proposals and reports submitted to 


the Department of Tourism in 1969, and need not be 
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elapordbed on ain this report. The only difference 
between this year's interviews and those of 1969 was 


in locale and method of respondent recruitment. 


These interviews were conducted in Chicago and New 
YOUR Caly in the ppring of 9/0 The Chicago series 
GL VAL VilewSwCONGES CeCe TOU eases cots Wilts ok 

uo elght respondents per séssion., Two evening sessions 
were among husbands and wives who wet the stated 
Criteria. the other two Sessrons were held im the 
afternoon with female heads ot households who also 

met thesqualriteations. In New syork. wo VikRwsese ons 
were held in the evening with eight and ten respon~ 
dents, all married couples. from tine New York area, 
fitted thevstated criteria, 


Ewece. persons boo. 


Recruitment was handled by telephone, using a screening 
questionnaire to weed out. those who did not tit the 
definition of 'prime prospect". dhose whowdrd were 
invited to a central interviewing location and were 


compensated in varying amounts tor their co-operation, 
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AREAS OF INQUIRY 


The following areas of inquiry were covered in each of the 


Vik sessions, although not necessarily in the sequence listed: 


A) 


- Area(s) visited in past. 

- Why locale was chosen. 

- When final destination or itinerary was decided.on. 

- Informational in-puts used in the decision-making 
process. 

- The role of various family members in deciding the 
vacation, 

- Area(s) intended to visit ane the factors influencing 
Ena Gechoice, sas ilitstraved apo ye, 

- What is looked for in a vacation, by each family 
member. 

- The influence and effect of other family members on 
a final choices and Ghesinteractron-or (these 
influences. 

- Sources of information used in vacation planning. 

- Awareness of advertising by vacation destinations 
anor edbr ems: 

- Awareness of advertising by media. 

- General awareness of Ontario and Canada. 

- Attitudes thereto. 


~ Why Ontario and/or Canada was not wisited in past. 


Digitized by the Internet Archive 
in 2022 with funding from 
University of Toronto 


httos://archive.org/details/31761115468910 « 


Advertising awareness, 
What information is desirable or seeded in inducing 


LUcure Vises, col Ontarromnd Ganada. 


In addition, some respondents volunteered commentis pertinent: 
fo the subject of family vacations that ware nok in the 
protocol used by the group monitor, and reference to these 


are made in the ensuing discussion where appropriate. 


DISCUSSION OF THE FINDINGS 


te ee -. . 


While the group anterview technique 1.6 nol quantitative 

in nature--the sample sizes imvolved are not large--it is 
most useful for purposes of this study to compare the 
similarities and differences of prospective Ontario Visitors 
from New York city versus those of Chicayo, as some clearly 


discernible patterns emerged which would most likely be 


verified by large-scale sampling. 
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PAST VACATIONS 


Chicago and New York vacation travellers revealed dis- 
tinetly different patternsand preferences in not only 
(hele L909 vacations, «buleun. vacationing, Navies en 


general. 


The Chicago-area respondents tended to be more outdoor-~ 
oriented and vacationed in nearby Midwestern areas that 


otfered outdoor vacationing opportuni t nes, 


The New York respondents were more comfort-orlented in 
their use of accommodations and Ghoice of wacation sites. 
They also appeared to be somewhal: more sophisticated 

and were more likely to travel turther from the New York 
city area than Chicagoans were likely to travel from 


their home. 


The reasons for this divergence of vacation "life styles" 
appear to be attributable to a combination of geographic 


factors and general environment. 


A number of Chicago residents thal were studied were 
born in other areas of the Midwest; specifically, 
Wisconsin and Minnesota. New York respondents were 
almost all native-born. The Midwesterners were more 


familiar with the vacation opportutilties in nearby 
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states that appealed to their outdoor leisure time 
activities. It would seem that being raised in or near 
areas where outdoor activity is prevalent influenced 
HheLE preference Lor outdoor vacaltoning later on tim 


cer 


ihe New YorRers, on the othexr baud.) beim Waiced sin 
an urban environment, were not nearly as prone toward 
camping and fishing activities as were the Chicagoans. 
Instead, they préeréerned vacation ites where more Of 
the amenities of civilization were avaitanle. They 


preferred motel or resort living to camping or even 


cottage vacations, 


Florida, in particular, but also bermuda and‘che Bahamas, 
were the subject of voluntary discussion as places 
having been visited on past vacations, and also more 
desirable future vacation destinations, Sunshine, 
beaches and accommodations appeared to be the main 
attractions Of these areas tone Yorkers... alone. wath 


a general image of glamour. 


But. even those New Yorkers who did tot Yacation in 
these "glamour" areas revealed a pattern of vacationing 


that was more urbane. Thus, the cenouple who drove 
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thtough the Perinsylvania Duteh comcntey in 1969, and 
then on up through New England, staved at morels or 
hotels, Or the couplé that planned to deceive ro 
Lallforola with their children itterded to stay at 
motels along the way and in the larze Ualitornpia 


(Cut ealistttoheuueher celica ia 


The Chicagoans, on the other hand, whe travelied beyond 
the Midwest states, “roughed it whem stopping. The 
Chicago couple who went to valitunela took along their 
Campane dia LLeWee SONG Val Ue eal hem sais rege tier eee) Gee cine 
Yellowstone: Patk. ~And phe wip le whoa jaeemdsd ae L970 
ro go to Canada (the Rockies) were going om 2 camping 


crip wi the their schildiren. 


another Packtor coneribubing to this divergence 10 vac: 


large 


Vv 
rr 
rr 
— 
iat 
Y 
74 
lan 


tioning styles between the residents c 
cities would appear to be ome of simple zeography, in 
addition to early environment. Litvele more than 130 
Miles north Of Chicasows feraured ti Locaitvess ube 
North Woods”, This includes northern Wisconsin, almost 
all of Minnesota, and northern Michigan (including the 
peninsula). This is 4 region Ghat as vartuably vndis- 


tinguishable from much of Northern Ontario in terms of 


topography and ecology. It is much easier tor a 


Chicagoan to reach these areas via car than it is for 


a, New Yorker (6 reach similar areas: 


Thus, New Yorkers would have. to ticavel rurther away 
from the city sto have an outdoors vacation than ‘do 
Chicagoans? One nundred and Pitty nites earth ol Wew 
YOU) Git Issti ils hah venine ny: Macro niged is not 
actually partvor the “urban sprawl" iao 1s) thers mmiias 
distance from Chicago, Many parts of central New York 
State are not Urbanized, §Ll ts tous, “ancemuch On abnis 
is "lake country". But New York city residents did 
nmotidiscuss this region ateall. ) Noredid they disensc 
noxtiw central Pennsylvania, “Walton Ts even Closer sem 
the city and less settled than New York State. These 
areas, it would seem, do mot appeal mu New York city 
residents anywhere nearly pe much as do similar areas 


in the Midwest appeal to Chicagoans. 
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1970 AND FUTURE VACATIONS 


The vacations planned for 1970 by the respondents in 
each group indicate no difference in general pattern 
than those discussed in 196% a Ci wae VeSaons < 
The Chicagoans were going camping or to the cottage 
and the New Yorkers were ening ti. the South or West 


and were going to stay at motels. 


At the time of these interviews--April aad Mayv--most 
respondents had a fairly clear idea as to where they 
WEre” 2olng. ~BecauserGretiicnr, Spock tlie m TOI tales, 
New Yorkers indicated that they usy give further advance 
thought and planning to their vacations thaa did 
Chicagoans.” “Ir one Us ‘staying av 2 mocel Om ae rcesort, 
partretiarly sn PLOT da esc rh ak rte. Bate er peices Jey 
mecded, Butmecanpers penera lily tend tos ie ei woe 


stopping a@t night where they Gam, burewen, Campers did 


ms 
a 


not have a definite itinerary set: they were visehi 
a genera Legion. New VOrkKercn ol, oer Olle tema, maw cue 
going toa specific destination and were going co stay 


in that immediate area, 


One traic that both proups did have 2n common was the 


tendency to take multiple vacariens throughont the year, 


Generally, this was two vacations, But New York 

couples: appeared to share thers split vacabionse together, 
whereas there appeared to be more of a tendency for 
Chicagoans to take a family vacation in the summer, and 


them tO Lhe husband EO™Lake sam adu rhonda week on Ghe 


Spring or Fall--again, an outdoors vacation. 


Here again, however, a divergence appeared between ‘the 
two groups. Among the New York couples, the wife 
appeared to play a more influential role in deciding 
Wwiere lO go andestay, -alinough she did not have tic 
final say~so, Perhaps this was due more to the tact 
that both husband and wife preterred the same type of 
vacations among New Yorkers than did Chicagoans. Chicago 
husbands, on the other hand, appeared tio be much more 
influential in deciding where to go and what type of 
vacation to take, Some Chicago-area housewives whe 
went on outdoors vacations did mot. particulariyv. preter 
these, but yielded to her husband’s preferences. These 
housewives would prefer tio stay al.4 resort or motel, 
where they could get away from the drudgery of everyday 
houseworw. and they coulda not do, this on a camping Crip, 


Or sbeying ab a cottage. “Still, there they went: 


ONTARIO AND CANADA 


In discussing Ontario and Canada as a vacation site, 


both groups shared a number of common attitudes, although 


] 


the reasons behind these were different. 


Figs, was. loweanteresi 2m a, Canadian vacation., Neimher 
Canada, much less Ontario, were brought up voluntarily 
by. any Tespondent “ineany of the six) croup sessions cd is= 
cussed. an spite of numerous oppurtiniigas to do so. 
Instead, the subjecte ot Ontario and) Canada had to be 
brought up by the interviewer, sand this was done so 
usually twenty to thirty minutes atrer the session was 


underway. 


When the subject was brought up, the respondents generally 
neferred Lo Canada winskead. of MOntario, Cae, tacher 

had to be introduced inte the discussion even after the 
subject: of Canada had been broached), After Ontario 

Was mentioned, the term of, reference preferred was still 
Canada and when the two names were then used inter~ 
changeably. Respondents did non seem to distinguish in 
their minds between the two, This low interest is not 

bow be ycontused with “low awareness". Of <ourse, every- 


one had heard of .Canada and everyone knew that you 


could take a vacation there, but nchodv discussed it 


Voluntarily 


"Ontario'' was a somewhat Git erent matter, Beyond low 
interest, there was a problem of 3wiareness. Or, mere 
precisely, of "knowledge". Most had heard of rhe nerm 
"Ontario" before, but they were vague as to whar it 
was, Some thought it was a city or town, others even 
more vaguely referred to if as av. “area im Canada”. 
There were scant few who correctly ideatiflied it as a 


PROVENCE, OF €Ven less eCCuia tole Sure) ole ata a! 


wb 


Canada", And no one thought of ©f im terms of 
VYacathon destination. 


Wem the sub jecteor -'a eee it Otero 
Up, KLWe InLolale reaction was. Silte eo BUC Leal iva suy Dioer 
This was accompanied by smiles, shrugs and glances at: 
each other (or at the inte rviewe t) Iduah repistered 
amusement, bemusement and some embharvassmenn af having 

fo discuss a subject that one know Titele, sd) probably 


Gave Less. about, 


Because of this lack of knowledze and awaremess, and 


1 


because most respondents preferrod to talk im terms 


ory 


of “Canada”. any further relerenees ro “Canada” in 


this report may also be constuued 45 reterences Lo 


Onitacso. 


Behind this Lack of knowledge and interest were two 
sharply different attitudes on the part of Chicagoans 


and New Yorkers. 


The Chicagoans, remember, were alinost ail outdoors» 
oriented vacationers. And they vawarioned frequently 
Ln Wisconsin and Minnesota=-ateas qiite similar to 
machiok Ontario, “Thus ,othey explained hein lack ot 
Vacationing in Ontario as beine die sig Rie pact “thar 
Ontario offered nothing ditieren® [rom what they could 
get in their traditional vacationing areas. This may 
Ded Laiely acct ra ress ra Pements Gane Ce We Caure mr Wiesel. 
iW 1eAGle LG US NO iKUe Ineo Lay aoe OONe LOM cia. alec 
crowded or less polluted. us Galiete avai omic. Deca iian 
none of the Chicagosarea outdoorsmn indicated any 
dissatisfaction with theic present vacation sites in 


this regard. 


The Chicago area respondents (as were the New Yorkers) 
were screened prior toe the inmnercechew so that only 
families. who had not taken a Watstion itt Canada were 


ho be interviewed. Laporte Tacks tween. A manne 


ie) 


of the Chicago respondents had been to Ontario. But these 
were ony Short-term Visites Of Ya dayeor less, these 
included visits to Windsor or Niagara Falls where they 
entered Canada just so they could say they were out of 

thé country. Another ianily visteeasrorl Arenur wine 
Camping out in Minnesota for that save reason.  Anothe 

had been im Rainy Lake purely by boyyenstance, explain- 
ie Sa One aS) tes there Vio a OWE SS Ae vere Vise Cee Rue ehne: kh 
visitivtvat Ft, Francis was compare io Gary. adtana = ug 


WilLLecit the former was; found to beva, “backwacu sown!) 


That tiese respondents, who were stipposed toe Pave been 
screened out of the interview as having visited Canada 
inecne spaste faa led to remember Bier Vols bse in see 

pei cMeae process--however short-tecm they may have 
been--underlines the low level of interest and awareness 


that Petia Canada and the Province OF Ontarioware con-= 


fronted with an the minds of many prospective visitors. 


Thus, Northern Ontario (at least the southern fringe) 
is considered by Chicagoans as offering nothing dif- 
ferent in the way of an outdoors vacation that cannot: 
be had in Minnesota or Wisconsin. The family that 


imtended to go to Banff explained their intere in 


Y 
t 
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Chis TeeLon, 425 Opposed Uo Urikatio, ae being dibrerent 


from what they could get in Minnesota or Wiscomsin. 


ihe Néw Yorkers. on thejother, band) while: displaying 
the same low degree of interest in, and knowledge of, 
Ontario gave different reasons. Their image of Ontario 
was different than that of rhe Midwesuerners, Their 
LererenCes Were 2 Move Hastern OT ienced soeime.) ca tier 
than Northern-oriented, There were references to 
Montreal “ii her same context. 2s Onton lon Orta lon 

like Canada in general, was seen as being cold and 
offering nothing of particular interest (with the pos. 
sible exception of the French intivence)., There was 

a smattering of knowledge ot such places as Ottawa and 
HOrL Henry and) Seratrord, but Trelereneecss tosthese places 


were made with an air of iundikference, and only an 


response to direct: questioning. 


While Ontario was seen as’ offering good fishing, hunting 
and ouUEdoor opportunities (activities of bitches interest 
to these New Yorkers), this was considered to be true 


of Canada in general. 


The New Yorkers generally indicated more of an interest 


LMeewCUrAL sac bers ana wiistorical Sites Chan dnd the 


Chicagoans, but. there was very little haowledze of any 
cultmral historicalpaciract ions commusepaguee. ose 


New York respondents. 


Neither Canada nor Ontario has a "toreizn" image in 
the minds of the New Yorkers and Chicagoans (with the 
exception of French Canada), Tt <3es have sunewhet 

OL a dvi berenkt’ image. loweyens a Himee i 2S eee es 
being cold and Less settled than the 0, S. Buc irom 
a cultural standpoint, tierra 1s ici sith renges un 


the minds of most Chicagoans ard New Yorkers--or, 


— 
° 
¢ 
ae 


most Americans, for that-marter~-between che IT. 
Canada. This, of course, merely corcotorares what 


has been found in earlier investigations into this 


Generally, the image of Oatarie in "he minds of New 
Yorkers appears to be more dilivee than that of the 
Midwesterners, (One New York respondent saW Go poine 
It @oing to Ontario when ihe (same scenecy, could he 


seen by driving through Obio, Few Midwesterners would 


~~ 


agree with this statement.) Bot the reel prohkiem 


appears toy be one Of, Oe. ttaeer wh add NSC AYE tit 


INCOETeEGl OL ENLavoutable one, And Chis Lack? oF 


lmage may be both a cause sand retles 


LEVeELVOE 1ntervec comin: Ont CLO TOL 


ile Me anlilind Se be New By Olt ein 


Oe sell 


Caineialene 


the low 


VACA U1OTL 
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THE EFFECTS OF ADVERTISING AND OTHER LNFORMAT LON SOURCES 


Both New York and Chicago groups were similar in that, 
when questioned on advertising they had seen tor vacation 
sites, they first talked about newspaper Travel Section 
advertising. And then travel advertising in mazazines. 
And then, perhaps, SOMG “ais pCatriwk AUVech Lea tLne eon reves 
Vision, But. there, was little or no playback of adver- 
ELeing fora specific des tinal pOit; kO tebe epee lik 
destination, that could be attribubed rosone particular 


advertiser. 


The observation made dn the [VOU weno ahome rele rences 
to newspaper Travel Section advertising would seem to 
apply here, to the effect that, 4a) everyone has seen 
some travel advertising at some poioh iin the recent 


past, and, b).evem if they cannor recall what: if was, 


it must have been in the newspaper Travel Section, 


. 


Playback Or Chis natuce ls meaningless: 


"safe guessing". 


Likewise, xveferences to magazine advertising. There 
were generalized references tio most otf the mass c1reu- 
t 


lation U. S. magazines--again of the "T must have seen 


Lt tnere”’ type of tesporse, Inere were one or Ewo 
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references that might, however vazghne, pe construed to 
be a reflection of some exposure to C,G,.1T.8, magazine 
adVertusine,. Bue nothing, that could be interpreted as 


a major penetration of consumer awareness in terms of 


positive identification. 


Similarly. when querted specifically aveur travel 
advertising on television, the playback was almost: 
equally as vague, Here, however, cthete were vespon- 
dents who did indicate that they bad seer some Ontario 
adVertlsine.. DY. ViEeUesOr seer imeamemon «last re 


Urriendly, familiar, foreign and neae” toeme and/or 


the Ontario song, 


Bul most references fo advertising placed by any 
"6? and were only ot 


Canadian source dealt with Expo 


the most general nature. 


The New York area respondents were more aware ot TV 
travel advertising than were the Chicaze respondents. 
Mosk-of this was playback of air <@arrier advertisine. 


however, 
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There was no indication that any advertising played a 
decisive cole ins the chore et ta Vacek ron destitution. 
And there was scant little more indication by those 
respondents who sought out information on a vacation 
site as a result of seeing or hearing an advertiisement-- 
such as writing in or clipping a coupon--were decisively 
influenced. by that particular piece of information to 


CBOmlol a, particular, Uestina tion, 


Still, most respondents did seek out. information on a 
Vacation si te, priomy to Visitinwrherve.») [nts was move 
true of the New York area respondents, whose travel 
habits and preferences dictated more of a need for 
advance intormation--if only tor reservations--tthan 


did the Chicago outdoor types. 


None of which is to negate the need tor advertising as 
was indicated in the discussion on awareness and 


attitudes toward Ontario/Canada in the preceding section. 


The decision-making process in vacation-planning is 
lpetletinderstood for most tdadividual tamilies, the 
vast amount of research that has been done in this 
area notwithstanding. When millions ef vacation trips 


by Americans are viewed as a whole, the rele ot any 
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source or medium of intormation--whetber it be hy 
advertising or promotional literature or word-ol - 
mouth or by publicity ot whatever onature-<is virtually 


impossible to define with any degree of precision, 


EMG 2a DSe@NnCeZO LE aSiic Ie NOWev eG gto eOLmd 1 ite culibse@ 
evaluate. If people are not aware of a product and 
what it has to offer--whether it be a vacation site 


or a package of detergent-~then they won't buy. 


This last point was made by Ehe respondents im both 
cities. When asked what was needed to induce them to 
come to Ontario many respondents said simply "advertise". 
They weng beyond this, of course, They wanted to know 
what accommodations were available, what there was to 

see and) do, what were. Ebe road, Condi ti one fand distances 
involved, what regulations, If any, were involved in 
CLOSSINng wehew bORde rn weces WingsnO lh. equecGloms ella 
might be asked by any prospective purchaser o1 a 

product or service who was not aware of the benelits 


or rewards to be received, 


A few of the respondents had writitten to Canada or 


Ontario in the past (they were not sure which) for 


information and indicated that. the literature they 


received was quite adequate. But even these respondents 
displayed little knowledge of Canada or Ontario, the 
time-factor presumably accounting for this, assuming 


that they had read the literature to begin with, 


The subject of Canadian Information Offices was brought 
up, Since C.G.1T,B, maintains such in both New York and 
Chicago. None of the respondents had ever visited 
either of these offices. The Chicagoans seemed to be 
aware that there was such a facility maintained in that 
city and guessed that it was on Michigan Ave. (it is nou). 
as that is the locale of many offices maintained by 
travel advertisers, travel agents and air carriers, 

The New Yorkers were even less sure of the existence of 
such an office in their city. They thought that there 
might be one (it seemed a likely possibility), but had 
no idea where it might be--with che possible’ exception 
of a woman who worked in the office building at 

680 Fifth Avenue.* After about ten minutes of dis. 
cussion, she allowed as how she may have been passing 


ty 
‘= 


it every day to and from work. But, still, she wasn 


sure, This is known as "an awareness problem", 


me Thisesis the location or the GyG.T_B8.. Gttice im New 
PORK oul the- eround floor, 


Paperiy 
NOTE 


InvApral | 1969. aJames bovick, LimvEed, «bor “ts own use, 
conducted audio-tape recorded interviews with two groups 
of prospective travellers in Pittsburgh, Pennsylvania. 
The subjects discussed in those sessions covered many 

of the same areas as those in the New York and Chicago 


interviews a year later. 


The findings that emerged from the Pittsburgh groups 
dif tered littrestrom=thosesuncoverad an bo LO wpCanaday. 
and-.especially Ontario, have a tow level of interest 
and knowledge in the minds of Pittshuvehets as a 


desirable vacation. destination. 


The 1969 Pittsburgh respondents resembled the 1970 
Chicago respondents in vacation habits and attitudes 
much more than they did the New Yorkers, Pittsburghers 
were more outdoors-oriented, and the male appears to 
play a more influential role in decid ing where and 
when to go. Pittsburghers did play back some aware~ 
ness of Ontario TV advertising, which was running in 


that city while the interviews took place. 
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